Abstract
Introduction
Social network service (SNS), such as Friendster, Twitter, MySpace, or Facebook, has become some of the most popular online destinations these days. These SNSs allow individuals to present themselves, articulate their social networks, and establish or maintain connections with others [8] .
Leveraging these potential benefits, social networks have recently experienced exponential growth in membership. For instance, the amount of time it took for different media to attract 50 million users was 3 years for radio, 13 years for TV, and even 4 years for the Internet. However, it took less than a year for Facebook, a leading social network site, to attract 200 million users (www.socialnomics.com). As of June 2011, Facebook holds more than 750 million active users [32] , and the site was reported to achieve 2 billion US dollars of revenues in the fiscal year of 2010 [44] .
However, such success of SNSs is not a common phenomenon all around the world. As technological innovations, such as mobile phones, the Internet, and e-commerce, have been found to show different rates of diffusion in different countries [4, 21] , SNSs conceptually are very likely to penetrate into the global market with varying consequences from country to country. For example, MySpace, another global SNS similar to Facebook, withdrew its business from Korea in 2010 just after 10 months business operation, but the site still achieves fair business performance in the US (chosunbiz.com).
Such contradictory outcomes of SNSs in global markets imply that the successful global expansion of SNSs can be attributed to multidimensional country-specific aspects such as technology infrastructure, economic conditions, and cultural environment [4, 22] . Although the idea that the penetration of SNSs is a global phenomenon is now widely accepted [13] , relatively little attention has been devoted to identifying the influential factors that affect the global diffusion of online SNSs and empirically evaluating their impact. Exemplified prior IS studies on online social networks are about identity presentation and privacy concerns [13, 35] , temporal patterns of use [12] , and the relationship between profile structure and friendship articulation [25] .
The situation eventually motivates us to investigate the shape of online social network diffusion across different countries. Key research questions that specify our work are: The rest of the paper is organized as follows.
Section 2 provides a theoretical background for the current study. Section 3 presents our research model and related hypotheses in terms of technological and non-technological factors. Section 4 describes the methods of data collection and analysis. We also present our results with hypothesis testing related to social media service diffusion. Section 5 discusses the empirical results of the study with both theoretical and managerial implications. Finally, we present concluding remarks in Section 6. One basic concept underlying these studies is the digital divide that refers to disparities in access to information and communications technology (ICT) among different locations and social groups [6] . It has been widely accepted that the development of ICT would enable equal opportunities for enjoying technology benefits such as global communication, commerce, and knowledge sharing that collectively bring about improved social welfare. However, in recent years, studies by business and social science researchers insist that the digital divide exists between those who have access to ICT and those who do not.
Theoretical Background
In particular, studies on the digital divide at the global level usually deal with disparities in access to ICT across different countries. The motivation of such studies is because "while some countries are heavily invested in ICT and have adopted policies to promote corporate and individual adoption, other countries are being left behind technologically [6] ." Understanding the digital divide at the country level is important because it has a profound impact on how firms compete globally, how they relate to their customers and business partners, and how they formulate their strategies for online commerce [30] .
Studies that aim to investigate the global digital divide primarily take a technological perspective. The studies usually focus on the national rate of access to fundamental information technologies such as the Internet, ICT, and digital wireless networks [4] . For instance, Quibria et al. [29] investigate ICT penetration among Reviewing these previous studies, we understand that telecom infrastructure is widely used as a significant determinant of the global digital divide. As such infrastructure is a prerequisite for the active use of information technologies, many researchers have been motivated to incorporate telecom infrastructure in their studies in such form as the density of telephone lines or mobile phone penetration [4, 6] . Another reason that we pay attention to previous studies is that most of the global digital divide is explained by differences in economic wealth between developing and developed countries. As prior literature implies, economic wealth usually affects nationwide technology adoption decisions [11, 23] . Consistent with the evidence suggesting the existence of the digital divide, one would expect a positive relationship between economic wealth and information technology penetration [5, 29] .
In sum, technology infrastructure and economic wealth have been widely used as significant measurements of the digital divide at the global level. In this study, we utilize these factors as important constituents of our research model.
Culture Influence on Technology Diffusion
To resolve the issue of increasing a country's technological innovation level, a broad range of knowledge communities, such as academics, policy-makers, and practitioners, have long been interested in understanding the forces that drive national rates of technology diffusion [33] . The influencing factors of global technology diffusion have been differently identified with different theoretical perspectives. For instance, economists find that the level of national technology diffusion are closely associated with two macroeconomic characteristics：industrial structure [27] and the national income level [42] . On the other hand, researchers from sociology, psychology, and marketing maintain that cultural values also influence the national rates of technology diffusion [34, 43] .
From the social science perspective, culture is referred to as "a set of values, ideas, artifacts, and other meaningful symbols that help individuals communicate, interpret, and evaluate as members of society [9, p. 63] ." Previous studies of consumer behavior propose that culture is a key factor that motivates people to make their decision upon new coming products and services [3, 28] . In particular, cross-national diffusion literature seeks to investigate the role of culture in technology diffusion in terms of products and services with the research context of national culture. Takada and Jain's [36] study is one of the first kinds to examine culture's impact on the cross-national diffusion of products. The study suggests that the rate of diffusion is grater in countries characterized by high-context culture rather than low-context culture [14] . 1) After the study, several other studies also have examined cultural influence on global product diffusion [10, 24] . Although these studies don not provide consistent results regarding the relationship between national culture and product diffusion, the works collectively implies that National culture is a fundamental factor that distinguishes technology adoption rate of one country from that of other countries. 2) In this study, we use Hofstede's work [15] [16] [17] as the theoretical foundation to measure cultural dimension of a country. His dimensional framework of culture has been widely accepted in marketing and other business disciplines [26] and provided a sound basis for evaluating the influence of national culture on the diffusion rate 
Research Model and Hypotheses
After reviewing the literature surveyed in expect that there could be differences from country to country. We also add another variable, language influence, which may also affect online
Finally, following what previous studies intended to do, we incorporate economic wealth in the research model to investigate the differences in the effects of influencing factors on global SNS diffusion between developed and developing countries. The criterion used to categorize the size of economic wealth is whether or not the sample country is a member of the OECD. In the following subsection, we discuss the hypotheses in our research model.
Technological Factors
To use an online SNS, the technological infrastructure should be established in advance. Specifically, in order for a particular IT-mediated service to be diffused, a certain level of IT infrastructure needs to be provided for the use of the service [4, 21] .
Widespread use of basic network infrastructure such as the Internet is relevant to online social network diffusion because it can facilitate easy and stable access to online SNSs. Current online SNSs are provided through both wired and wireless platforms. Therefore, the Internet penetration rate and the smartphone subscription rate can be used as proxies of the level of technological infrastructure that directly and indirectly affects the diffusion rate of online SNSs [22] .
Such arguments lead to the following hypotheses. 
Non-Technological Factors
The other research perspective pertaining to the current study is that the diffusion of online 
Language Influence
A unique feature of online SNSs is that they represent a medium that provides huge opportunities for people to communicate more globally.
In the diffusion of global online SNSs, the language factor is very important because language barriers may exist when we want to communicate with people in other countries.
Kachru [18, 19] 
Culture Influence
We define culture by adapting Hofstede's view because his work still influences most of today's culture-related studies [15, 17] . Hofstede devel- The degree to which a society accepts equal power distribution：from 'relatively equal' to 'extremely unequal'
Individualism
The degree to which a country has a loose individual relationship or a cohesive group relationship：from 'individualist' to 'collectivist'
Masculinity
The degree to which a country is valued as "masculine", specifically, in terms of assertiveness, performance, success, and competition：from 'tough' to 'tender'
Uncertainty Avoidance
The degree to which a society withstands uncertainty. Also, it means which country prefers structured over unstructured situations：from 'relatively flexible' to 'extremely rigid'
power is distributed unequally [17 p. 98] ." This index is about social equality and measures how much social inequalities are accepted by individuals within society [17] .
A high power distance index (PDI) refers to a centralized culture associated with dependent decision-making on powerful others [7] . Van den Bulte and Stremersch [40] argued that in a high On the other hand, a low PDI means a decentralized culture associated with greater independent decision-making [7] . In a low PDI culture, people can have more independent decisionmaking skills and exert leadership qualities regarding each other. In this culture, inequality is an unfavorable condition, and people want to avoid this situation. Thus, in these cultures, leaders should attempt to appear less powerful [16] . Individualism：Individualism refers to a cultural environment where people usually tend to put more importance on the interests of individuals rather than those of groups. On the other hand, collectivism represents a culture where the interests of groups and organizations take precedence over those of individuals. These two extremes can be defined as the "we" society and the "me" society [7] .
In individualistic cultures, people may tend to establish looser relationships among themselves and expect to take care of themselves [45] . Also, they tend to focus more on their own self-interests than on other people. Therefore, the social interactions among the members of such societies will not be strong [41] .
On the other hand, collectivistic cultures feature strong bonds among members of society [41] and cohesive relationships [7] . Also, collectivists care for relationship building for efficient communication and developing trust among people [39] . This cohesive nature of collectivistic cultures should provide more opportunities for communication amongst their members [37] . That is, strong relationships are an important value for collectivists due to efficient communication [39] .
So, we can expect that they are also associated with interpersonal relationships and with enhanced reliance on personal recommendation as an influence of individual behavior [45] . Masculinity：Hofstede defines masculinity as the traditional and stereotypical gender roles of society [17] . Masculine cultures value competition, performance, self-achievement, and excelling to be the best [45] . High earnings and recognition can be motivators for high self-achievement in masculine cultures [7] .
To get higher earnings and recognition in their society, people are more motivated to find the newest, most novel trends [7] . In this society, Many researchers have studied the relationship between uncertainty avoidance and innovation. In general, it has been known that high uncertainty avoidance is associated with resistance to innovation [17] , whereas low uncertainty avoidance cultures are more willing to take unknown risks and tend to more readily bear uncertain situations [20] .
The diffusion of online SNS is the process by which a product innovation is communicated and accepted by society's members overtime [31] .
Therefore, logically, we expect that a high-uncertainty avoidance culture has a lower rate of social media diffusion due to the tendency to avoid innovation than in low-uncertainty avoidance cultures. That is, the higher the uncertainty avoidance, the lower is the diffusion rate. Following this reasoning, we offer the following. 
Research Method and Analysis

Data Collection
We initially collected country-level secondary data across over 120 nations in Africa, the Asia and social bakers.com in 2010～2011. As a result, the number of data points varied across data sources, but we tried to find the newest ones that were produced almost in the same year.
Then, we conducted multiple regression analyses to identify the driving force of online SNS diffusion. Additionally, we divided the sample data into two groups depending on OECD and non-OECD countries and assessed differences among each group of data. The summary statistics for these variables are reported in <Table 3>. Note) The samples of this study are 78 countries that include values of both technological and non-technological factors.
Analysis Results
Having established our research model to examine the relevant factors that affect social media diffusion, we estimated the regression models using data from 78 countries. We report the OLS regression results in <Table 4> and <Table 5>. <Table 5> shows the differences between OECD and non-OECD countries.
Regression Results by Technology and Non-technology factors
First, we conducted multiple regression analysis using the technological and non-technological factors (see <Table 4>). 
Regression Results by Economic
Wealth (OECD vs. Non-OECD)
To evaluate whether social media penetration rates differed by the wealth of the country, we divided countries into two groups based on OECD (N = 32) and non-OECD (N = 46) countries.
Then, we performed regression analysis using the dataset. <Table 5> presents the results of re- 
Discussion
This study investigates online SNS diffusion 
Conclusion
As a cross-country study, this paper used secondary data from 78 countries to investigate the diffusion of online social media services.
Along with multiple regression analysis, we found that the diffusion of social media services is affected by non-technological as well as technological factors. Especially, from a consideration of culture, we found that collectivistic culture can be a strong driving force for the penetration of social media. Also, from regression analysis using both OECD and non-OECD samples, we uncovered that the diffusion of social media services depends on the economic wealth of a country. Being based on a broad range of countries, the study not only provides practical insights into critical factors that enable a social media firm's successful global expansion but also helps practitioners to plan their worldwide market strategies more effectively.
Considering that cultural dimensions have a significant effect on the penetration rates of on- In future research, we will consider other factors that impact on the diffusion of online social media services. For example, content quality in online social media and technological power in respective countries might have an interesting influence on the diffusion of social media.
